Introduction
The analysis of sporting events is a recurring theme in the research on economics and sports management, either to determine the economic impact on host cities (e.g., Baade & Matheson, 2004; Auruskeviciene, Pundziene, Skudiene, Gripsrud, Nes & Olsson, 2010; Balciunas, Jasinskas, & Koika, 2014) , to create predictive models of the team victories or to determine the factors that influence spectator satisfaction or intention to repeat attendance (e.g. Theodorakis & Alexandris, 2008) , among others.
In terms of the latter perspective and understanding sporting events as a service, the relationship established between service quality, satisfaction, perceived value and future intentions is a recurring theme in the service literature in general (Cronin, Brady, & Hult, 2000) and the sports management literature in particular (Kwon, Trail, & Anderson, 2005) . This interest has shifted to the study of service quality and user satisfaction in sporting events (Bodet & Bernanche-Assollant, 2011) . For sporting events, it is important to emphasize Eventqual scale (Calabuig, Mundina, & Crespo, 2010b) and the SEQSS scale developed by (Ko, Zhang, Cattani & Pastore, 2011) and (Clemes, Brush & Collins, 2011) . This interest is promoted by the positive influence of consumer satisfaction with service, as manifested in medium-term benefits such as speaking well of the company, cross-buying and customer loyalty (Anderson, Fornell, & Lehmann, 1994) . It is known that satisfaction is a key element in the strategies for retention and customer loyalty (Cronin et al., 2000) , and this is what makes it attractive to sports managers and sports researchers. At sporting events, it has been found that spectator satisfaction is a significant predictor of future intentions to attend (Cronin et al., 2000; Kim, LaVetter, & Lee, 2006; Wakefield & Blodgett, 1996) , and satisfaction is a consequence of perceived value (Calabuig et al., 2010b; Cronin et al., 2000) and quality (Calabuig et al., 2010b; Tsuji, Bennett, & Zhang, 2007) .
Consequently, the research problem of this paper is to examine the relationship between perceived quality (tangibles, staff, complementary services and outcome quality) and perceived value, satisfaction, emotions and future intentions of spectators.
Given the above mentioned, the objectives proposed in this study are: a) to test a model of causal relationships whereby the perceived value is a function of perceived quality, satisfaction is a consequence of quality, perceived value and emotions, and future intentions are a function of satisfaction and perceived value, and b) to know the importance of perceived value in predicting future intentions of the spectator.
Research method: comparative analysis of scientific literature was conducted when developing the theoretical analysis; empirical research was executed conducting a quantitative study; structural equations modeling was performed in the empirical research.
Literature Review and Hypotheses
Spectator perceived quality and satisfaction. Service quality has been defined as a lasting attitude expressed as the difference between expectations and service outcomes (Parasuraman, Zeithmal, & Berry, 1988) . A drawback to this approach is that expectations are certainly difficult to detect and measure. (Cronin & Taylor, 1992 ) also agreed that perceived service quality is the difference between expectations and service outcomes while recognizing that the consumer had already assessed the difference when he/she was asked about the outcomes of the service, and they therefore proposed measuring only perception without considering expectations.
Moreover, satisfaction can be defined as the comparison between expectations and perceptions of service quality on the part of the consumer (Shonk & Chelladurai, 2008) . However, from a more hedonic view, it is also understood as a pleasurable reaction to a good or service in an act of consumption (Oliver, 1997) . Satisfaction is more volatile and ephemeral and more easily modified with each act of consumption. However, the perceived quality is considered more stable, enduring, and difficult to change.
In the field of sports events service quality has been studied from two perspectives. On the one hand it has adapted the measurement model of SERVQUAL (Parasuraman et al., 1988) to analyze the perceptions of spectators (e.g. McDonald, Sutton, & Milne, 1995; Theodorakis, Kambitsis, & Laios, 2001 ). On the other hand, they have developed specific measurement scales without regard to SERVQUAL (e.g. Jin, Lee, & Lee, 2013; Kelly & Turley, 2001; Ko et al., 2011) .
Because of the disparity in the types of sporting events and cultures where this construct has been studied, the structure of the quality of service at sporting events is very diverse. There is no consensus on the measure of quality and all studies suggest that the combination of dimensions is the best option to fit well into the framework of study. In this paper, the quality of service is analyzed in a professional basketball club through the dimensions of Tangibles, Staff, and Complementary Services proposed by (Crespo, Mundina, Calabuig, & Aranda, 2014 ) which also applied to basketball events. Furthermore, in recent studies the dimension of outcome quality is being incorporated into the measurement model thanks to the proposal of (Brady & Cronin, 2001 ). This dimension assesses aspects such as entertainment, game performance, excitement and drama associated with sporting events (Ko et al., 2011) . According to (Crespo et al., 2014) , the accessibility dimension has not been taken into account in this study due to the type of the event, as it is a regular sports event and fans are accustomed to arrive at the venue and the seats with ease.
Several studies in the field of sports management found that service quality is a predictor of satisfaction (Alexandris, Zahariadis, Tsorbatzoudis, & Grouios, 2004; Lee, Kim, Ko, & Sagas, 2011; Tsuji et al., 2007) . In this regard, (Theodorakis et al., 2001) analyze quality as perceived by basketball spectators and determine that the dimensions that have greater weight in predicting satisfaction are reliability and tangibles. (Kelley & Turley, 2001) observe that the most important attribute is related to the game experience which is part of the outcome quality. (Perez-Campos & Alonso, 2013) found that tangibles and staff were strong predictors of the satisfaction of handball spectators. Furthermore, (Greenwell, Fink, & Pastore, 2002) found that tangibles influenced the satisfaction of ice hockey spectators. Likewise, (Tzetzes, Alexandris, & Kapsampeli, 2014) have confirmed that access quality, venue quality (related to complementary services) and content quality (related to outcome quality) are predictors of spectator satisfaction in a small-scale sporting event.
Thus, the hypotheses that arise are: H1a. The spectator's perception of staff quality has a positive and significant relationship with satisfaction.
H1b. The tangibles quality of the event has a positive and significant relationship with spectators' satisfaction.
H1c. The complementary services quality has a positive and significant relationship with spectators' satisfaction.
H1d. The outcome quality has a positive and significant relationship with satisfaction.
Spectator perceived value, satisfaction and future intentions. (Zeithaml, 1988, p.14) defines perceived value as "the consumer's overall assessment of the utility of a product based on perceptions of what is received and what is given". In this regard, (Chen & Dubinsky, 2003) indicate that consumer perceived value is the perception of a set of gains from an exchange and the cost incurred to obtain the desired benefits. Researchers found that benefit is considered synonymous with quality, and sacrifice is identified with price. (Dodds, Monroe, & Grewal, 1991) conceptualized perception as a trade-off between perceived monetary sacrifice, quality and value. In that case value is known as perceived cost value.
There are several works indicating that service quality is an antecedent of perceived value (e.g. Chen & Dubinsky, 2003) . We also found some works where this relationship is maintained at sporting events (Cronin et al., 2000) , although research in this area has been very limited. Considering quality as a second order factor, (Clemes et al., 2011) found a direct relationship between service quality and perceived value at sporting events. Similarly, (Calabuig et al., 2015) found that the overall quality is a strong antecedent of spectators' perceived value. In this regard, the hypotheses that arise are:
H2a. The staff quality has a direct and positive relationship with the perceived value.
H2b. The tangibles quality has a direct and positive relationship on the perceived value.
H2c. The complementary services quality has a direct and positive relationship with the perceived value.
H2d. The outcome quality has a direct and positive relationship with value.
Moreover, many studies consider that satisfaction is a consequence of perceived value (Yang & Peterson, 2004; Sanchez & Iniesta, 2006) , as is evident from the literature in which this relationship is described (Cronin et al., 2000; Gallarza & Gil, 2006) . In terms of sporting events, (Calabuig et al., 2010a; Cronin et al., 2000, and Hightower, Brady & Baker, 2002) suggest that perceived value is a strong predictor of spectator satisfaction. So, the proposed hypothesis is:
H3a. The spectator perceived value has a positive and direct effect on satisfaction. (Bagozzi, Gopinath, & Nyer, 1999) indicate that emotions are responses to assessments or evaluations that one makes about something important that is happening to you or you are experiencing and, they also note the importance of emotions in the assessments made by consumers of products and services.
Moreover, (Kleinginna & Kleinginna, 1981 ) define emotion as a complex set of interactions between subjective and objective factors influenced by neural and hormonal systems which can generate: a) affective experiences, such as feelings of pleasure or arousal b) cognitive processes, such as perception and evaluation, c) activation of physiological adjustments, and d) behavior that is usually, but not always, expressive and leads to a goal and is adaptive.
In the field of sports management, there are very few studies addressing the study of emotions as predictors of satisfaction or as influential factors in the behavior of users.
In the context of sports management, (Sumino & Harada, 2004) find that emotion is a predictor of the intention to attend sports facilities in the future. In fitness centres, (Silla, Calabuig, & Ano, 2014 ) also have found that comfort emotion is an antecedent of costumer satisfaction. Furthermore, (Biscaia, Correia, Rosado, Marocco, & Ross, 2012) found that joy predicted the future intentions and satisfaction of soccer spectators. From another point of view, (Calabuig, Prado-Gasco, Crespo, Nunez, & Ano, 2015) analyze whether emotions exert a moderating effect on the quality-value-satisfaction-future intentions chain of sporting events spectator. They found that emotions only moderate the effect of service quality on perceived value for both arousal and pleasure conditions. This result suggests that emotions exert direct relations rather than moderating relations.
H3b. The emotion of pleasure has a direct and positive relationship with spectator satisfaction.
H3c. The arousal emotion has a direct and positive relationship with satisfaction.
Perceived value is a measure of overall consumer perception of the usefulness of a service and is based on perceptions of what is received product and what is given (Zeithaml, 1988) . Several studies suggest that perceived value is one of the most important determinants of the intention to repurchase (Lewis & Soureli, 2006; McDougall & Levesque, 2000) . Some studies on sports management have also confirmed this relationship (e.g., Calabuig, Nunez, Prado, & Ano, 2014) . Moreover, in the specific context of sporting events, the works of (Byon, Zhang, & Baker, 2013, and Clemes et al., 2011) confirm this relationship in professional sport spectatorship. It also has been found (Calabuig et al., 2015) that perceived value predicts future intentions in a sample of basketball spectators and the same results were found by (Jin et al., 2013) in a World athletics championship. Thus, the hypothesis that arises is:
H4a. There is a direct and positive relationship between spectator perceived value and future intentions.
Regarding the relationship of satisfaction with loyalty, (Chang, Wnag, & Yanga, 2009 ) state that satisfaction directly affects customer loyalty, which includes dimensions such as the intention to repurchase, word of mouth and tolerance to price increases (Anderson et al., 1994; Fornell et al., 1996; Zeithmal, 1988) . In the marketing literature, the positive influence of satisfaction on intention is recognized by many publications (Cronin & Taylor, 1992; Wangenheim & Bayon, 2007; Banyte, Tarute, & Taujanskyte, 2014) , and some of them specifically focus on the field of sports events (Clemes et al., 2011; Cronin et al., 2000; Kim et al, 2006; Kuenzel & Yassim, 2007; Lee & Kang, 2015; Theodorakis, Alexandris, Tsigilis, & Karvounis, 2013; Trail, Anderson, & Fink, 2005; Wakefield & Blodgett, 1996) . Therefore, the hypothesis to be tested is:
H4b. There is a direct and positive relationship between spectator satisfaction and future intentions. Figure 1 summarizes the model of causal relationships and the hypotheses proposed above. As Observed in the Figure 1 , the items (observable variables) that make up each factor (unobservable inputs) to facilitate interpretation and display the model relations are obviated. 
Methods
Sample. The research was conducted on a basketball club of the Spanish premier league, where 563 spectators were surveyed with a self-administered questionnaire. The sample comprised 69 % men and 31 % women with a mean age of 36,81 years (± 12,35); 49,2 % of respondents were 36 years old or older, and 36% were between the ages of 24 and 35, 14,8 % were between 18 and 23 years old; 17,3 % had primary education, 37,6 % had secondary education, and 45,1 % had college degrees.
Instruments. The original scale used for the analysis of perceived quality consisted of 9 items with an alternative seven-point response ranging from strongly disagree (1) to strongly agree (7) and was taken from (Crespo et al., 2013) . This scale, called Eventqual-R, is the short version of Eventqual developed by (Calabuig, Mundina, & Crespo, 2010b) , which is used in the regular leagues of professional basketball. The three resulting quality dimensions are staff, tangibles and complementary services. The dimension of outcome quality (5 items) suggested by (Brady & Cronin, 2001 ) was added to this scale. The emotions were assessed through the pleasure dimension (4 items), and arousal (3 items) that were taken from (Russell, 1980 satisfaction, the scale from (Hightower et al., 2002) , consisting of 5 items with an alternative seven-point Likertscale response was administered in the study. The perceived value was measured through the 4-item (Hightower et al., 2002) scale (7-point alternative responses). Future intentions were evaluated through 3 items on the Zeithmal et al., (1996) scale with alternative responses of 7 points.
Data analysis. Statistical analysis of data was performed using the SPSS 20 and EQS 6,2 statistics package. First, we proceeded to calculate the descriptive statistics for each item, and then we proceeded to evaluate the reliability and validity of the scale. Finally, a confirmatory factor analysis and structural equation modeling with EQS software were carried out.
Results
In this section, we will first examine the reliability and validity of the measurement scales used in the research, and subsequently, causal relationships will be discussed in the proposed model.
Validity and reliability of the instruments Reliability of instruments:
Analysis of the scales used to measure the constructs of the model is divided into two sections; the first one is individual reliability, which subsequently analyzes joint analysis, thus proving the validity and reliability of a concept. For reliability analysis, the following will be used: a) the Cronbach's alpha coefficient as recommended by (Nunnally & Bernstein, 1994) , b) composite reliability coefficient for each of the dimensions, and c) the average variance extracted. All Cronbach's alpha values were higher than .7. Thus, confirmatory factor analysis (CFA) was applied for further examination. All coefficients higher than .7 exhibited the minimum recommended value of composite reliability (Bagozzi & Yi, 1988) . Table 1 summarizes these results. The average variance extracted (AVE) (Fornell & Larcker, 1981) reflects the total amount of variance indicators collected by the latent construct. The higher values of AVE are the most representative indicators of the latent variable that loaded, and it is recommended that these values be higher than .50 (Hair, Black, Babin, Anderson, & Tatham, 2006) . Table 1 indicates how all the constructs will exceed this cut-off, confirming the reliability of the instruments.
Validity of the instruments. This study has analyzed the validity of the scales through convergent validity and discriminant validity. Convergent validity can be checked by analyzing the correlations between the different dimensions that comprise the construct on which you are working (Gomez & Palaci, 2003) . As a construct is analyzed, the dimensions that define it must be correlated with each other significantly.
Thus, the standardized loading weights demonstrated to be significant in their respective dimensions (p < .05; t > 5), and similarly, the correlations between pairs of constructs were also significant. Therefore, we can confirm their convergent validity (Anderson & Gerbing, 1988) .
Discriminant validity was then checked. For this, the correlations between factors were analyzed ( Table 2) . Correlations between pairs of factors were extracted. All of them were under the square root of AVE for each construct (Fornell & Larcker, 1981) . Moreover, the correlations between pairs of constructs were not excessively high (< .85), ensuring the existence of discriminant validity (Kline, 2005) . Setting the confirmatory factor model. SEM was used to confirm the factor structure of the re-specified perceived quality scale which is composed of 4 dimensions and 14 indicators.
Several fit indices were the basis for assessing the model, including the normed fit index (NFI: Joreskog & Sorbom, 1986) , incremental fit index (IFI: Bollen, 1989) , and comparative fit index (CFI: Bentler, 1990 ). Other indices are also included such as the chi-square and root mean square error of approximation (RMSEA), which are appropriate for testing the model (Hu & Bentler, 1999) .
For the indices of NFI, IFI, and CFI, values higher than .90 suggest reasonable fit (Bentler & Bonett, 1980) , and for RMSEA, values lower than .08 indicate reasonable fit (Browne & Cudeck, 1993) .
The results indicate an adequate fit (χ2: 187.76, df 71, p < .001; CFI 0.98, NFI: 0.96, IFI: 0.98; RMSEA: 0.046; CI: 0.035-0.056).
Analysis of causal relationships
After checking the reliability and validity of the scales used, we proceed to the analysis of the causal relations model (Kaplan, 2000) . The software EQS 6.2 (Bentler, 1995) was used for that purpose. First, indicators to adjust the proposed model were shown, and then the causal relationships were analyzed. In Table 2 , we can find a summary of the results obtained from modeling.
Setting the structural model. The estimation process model was created using maximum likelihood with robust correction Satorra-Bentler (Bentler, 1995) . Because the statistical chi-square (χ2) is very susceptible to large sample sizes, other indicators were examined, such as the ratio chisquare and degrees of freedom, less than 5 values being acceptable (Byrne, 1989; Carmines & McIver, 1981 ). The structural model indicated good indexes of goodness of fit (S-B χ2: 1128.76, df 475, p <.001; S-Bχ2/df: 2.38; NFI 0.90, CFI: 0.94, IFI 0.94, RMSEA: 0.053 (IC 0.049 to 0.057)).
Analysis of structural relationships. Regarding the causal relationships of the model (see Table 3 and Figure 2 ), Hypothesis 1 tested the relationship with quality satisfaction. It was found that the dimensions of tangibles (H1a: ß = .16; p < .05), complementary services (H1c: ß = .27; p < .05) and, outcome quality (H1d: ß = .15; p < .05) had a significant and positive effect on satisfaction; however staff (H1b) had no significant effect on spectators' satisfaction. Hypothesis 2 was partially confirmed. There is a direct and positive influence of tangibles dimension (H2a: ß = .53; p < .05) and outcome quality dimension (H2d: ß = .36; p < .05) on perceived value. However, staff (H2b) and complementary services (H2c) show no significant relationship with perceived value.
The third hypothesis was confirmed partially, i.e. the perceived value (H3a: ß = .37; p < .05) and pleasure emotion (H3b: ß = .20; p < .05) had a positive and significant effect on satisfaction, but arousal emotion was not significant on satisfaction (H3c).
Finally, the 4th hypothesis analyzes the relationship between perceived value and satisfaction on future intentions of spectators. In this regard, the strong effect of the perceived value on future intentions of the spectators is noteworthy (H4a: ß = .41, p < .05). Similarly, this has resulted in the expected theoretical relationship between satisfaction and intention (H4b: ß = .24; p < .05) as noted in the literature (Baker & Crompton, 2000; Oliver et al., 1997) , although in this case it is less apparent.
It can be observed in Figure 2 that the stated relations explain a moderately high percentage of the variance of the dependent variables, in this case satisfaction (R 2 = 0.49), the perceived value (R 2 = 0.58) and future intentions (R 2 = 0.35).
Discussion and Conclusions
Regarding the first objective, the results indicate that good indicators of adjustment and reliability and the validity of the measures support the proposed structural model empirically. Regarding quality, spectators perceive four dimensions. These are staff, tangibles, complementary services and outcome. This study has ruled the dimension of accessibility following the suggestion of (Crespo et al., 2013) . Accessibility is one dimension that is often present at sporting events (Calabuig et al., 2010b; Clemes et al., 2011; Kelley & Turley, 2001; Theodorakis & Alexandris, 2008) , but in this case (i.e. regular event), it may indicate that for those events at which spectators are connoisseurs of service, it is not important, or at least, it is not attributable to the quality of the organization of the event, which is one possible explanation. However, further inquiry is necessary to understand why accessibility seems to be irrelevant for spectators of regular events. It is noteworthy how quality generally has a greater effect on perceived value than on satisfaction. It manages to explain 58 % of variance in perceived value indicating that their predictors (i.e. four dimensions of perceived quality) have been well chosen. In this case, the greater weight of perceived value is remarkable, as this finding is the result of a variable that takes into account the management of sporting events. Similar results are provided by (Calabuig et al., 2010a) further spectator satisfaction with the value of an athletic event. However, (Clemes et al., 2011) have found the opposite effect; quality carries greater weight in explaining satisfaction as opposed to perceived value.
This also coincides with Theodorakis et al. (2001) regarding the role of the tangible elements of the event. It is considered as the variable most significant in explaining the perceived value and satisfaction of the spectator. It is also worth noting that the event staff has no influence in predicting both the satisfaction and the perceived value, well as the limited effect of the complementary services as only have minimal effect on satisfaction. Hopefully, in a sporting event in which contact with employees is minimal, its influence is less than, for example, cafeterias, toilets or other concessions.
In short, in terms of the first objective of the research, the data suggest that tangibles, outcome quality and the perceived value of the spectators in a regular sporting event are crucial to explain their overall satisfaction. Furthermore, we observe how the perceived value exerts itself; a strong effect on satisfaction should be borne in mind by the managers of these events if they want to improve the level of satisfaction of the spectators. These results agree in part with Theodorakis et al., (2001) , in which the same effect of tangibles on spectator satisfaction is observed. This is also in accordance with Kim et al., (2006) who suggest that quality is a strong predictor of satisfaction.
Regarding the second objective, i.e. the importance of the perceived value and emotions in explaining future intentions and satisfaction of the spectator, note it should be noted that the results are interesting and open new avenues of research. Thus, as shown in Figure 2 , the perceived value is the variable that has the greatest weight in predicting future intentions of the spectators, and overall satisfaction instead have a much lower weight. This manages to explain 35% of the variance of future intentions, and although satisfaction also exhibits a significant relationship, the weight is low. Traditionally, satisfaction has been the most influential variable in user intentions; however, based on these results, it should be given more attention, both for the purposes of the professional world and in terms of the academic aspects related to the value perceived by spectators.
Contrary to initial expectations, emotions are not a relevant variable in predicting the satisfaction of the spectator. In this study, only the pleasure dimension has a significant weight. Arousal does not significantly affect spectator satisfaction. These data are consistent only with those of (Calabuig et al., 2015) , which found that emotions just moderate the relationship between quality and value but not the others.
Thus, managers of sports events should make efforts to improve the quality of tangibles, complementary services and perceived value of their services to increase the satisfaction of spectators and retain them for the future. Outcome quality also has an important influence both on the perceived value and satisfaction. In short and by way of conclusion, the perceived value becomes a central element in the formation of satisfaction and behavioral intentions of spectators of sports events, and consequently, more should be done to try to dissect the construct of perceived value and to better understand the mechanisms of their formation; ultimately, this will improve the profitability of sports events.
